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Summary 

Unilever recognized that its product is often utilized for all people all over the world as 

one of the world's strong and sound linkages with numerous productive brands. 

Unilever initially entered the new market to compete all around by entering a few new 

business sectors, guided by the features of its eight overall brands Sun silk, Pond's, 

Vaseline, Magnum, Lux etc. Unilever expands its success image to various dissimilar 

business fields and begins to struggle from one side of the globe to the other after 

successfully introducing its thing in a couple of company areas. Unilever recognized 

that its product is often utilized for all people all over the world as one of the world's 

strong and sound linkages with numerous productive brands. Unilever initially entered 

the new market to compete all around by entering a few new business sectors, guided 

by the features of its eight overall brands Sun silk, Pond's, Vaseline, Magnum, Lux 

etc. Unilever expands its success image to various dissimilar business fields and 

begins to struggle from one side of the globe to the other after successfully introducing 

its thing in a couple of company areas. 
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Background 

Unilever PLC is a global consumer goods corporation headquartered in London, 

England. Unilever has roughly includes total 400+ brands, with a sale of 51 billion 

euros in 2020 and 13 brands worth more than a billion euros in compensation. 

Margarine, a Dutch margarine company, merged with Lever Brothers, a British 

chemical company, in 1930 to form Unilever. (Unilever, 2021). The businesses sought 

like environmental materials, both involved with the bulk showcasing of public items, 

and both utilized comparable conveyance channels.  

 

Unilever agreed to buy GROM, an Italian frozen yogurt company, for an undisclosed 

sum in October 2015. Unilever bought Blue Air, a provider of flexible indoor air 

purification events, on August 16, 2016. Unilever purchased Seventh Generation Inc. 

in September 2016. Unilever bought Living Proof Inc., a hair care affiliate, on 

December 16, 2016. Unilever was named the tenth best private region owner in the 

UK in March 2018, when the organization stated that its central command will be 

completely relocated to Rotterdam, displacing its twofold Anglo-Dutch planning and 

UK enrollment site (Unilever, 2021). Given enormous number of delegate 

assessments and comments. 

 

Vision 

Unilever's aim is to be a global leader in ethical business. Unilever will demonstrate 

how their motivation-driven, future-fit strategy enables exceptional execution, 

consistently delivering financial results in the top third of their sector. 

Mission 

The corporate mission of Unilever's is "to add importance to life. We address standard 

issues for sustenance, neatness and individual thought with brands that assist people 

with feeling good, look incredible and get more out of life." This mission statement 

highlights how the association satisfies customers in various pieces of their lives. 

Coming up next are the basic fragments in Unilever's mission statement: 

 

• Adding essentialness to life 
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• Addressing regular requirements for sustenance, cleanliness, and individual 

consideration 

• Assisting individuals with feeling better, look great, and get more out of life 

 

Unilever's mission statement connects ordered knowledge of what the business 

makes and ought to do. For example, the association adds centrality to life through 

things that address buyers' necessities in food, neatness, and individual thought 

(Young, 2017). In such way, the corporate mission statement satisfies standards that 

require unequivocally on expansive indispensable procedures. Regardless, a 

proposition is to update Unilever's mission statement by including more information 

how the association intentionally achieves its focuses in adding centrality to buyers' 

lives. 

 

Communication  

Communication is exceptionally fundamental for each phase of unilever’s life. You will 

concur that at each phase of Their lives we discuss socially with everyone around us. 

We can say that without Communication we can't do anything, we can't convey let 

those in on what we need to fell, and accordingly, we can accomplish nothing. Thus, 

Communication is a fundamental component in each field of exercises (National 

Institutes of Health (US), 2007). 

In this unit, we will focus on characterizing and portraying different parts of business 

Communication, centering especially distinguishing proof of frameworks, standards, 

and so on the investigation of this unit will work with you to be aware of significance, 

types, factors, key stages, standards, channels, and hindrances of Communication. 

 

Introduction 

Correspondence is a fundamental component in the achievement of any business. 

The most common way of moving data starting with one individual then onto the next, 

inside and outside the business climate, is named as 'Business Communication (Akku, 

2019).' The term 'Business Communication' is gotten from general correspondence 

which is related with business exercises. In different terms, correspondence between 
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business gatherings or individuals for business-related errands is considered as 

'Business Communication.' 

As figure shows, upheaval can agitate the Communication cooperation at any 

movement. Bosses ought to henceforth grasp that a conversation in the 

accompanying office, a fax machine out of paper and the gatherers' stresses may all 

thwart the chiefs' best undertakings to pass on. 

 

Sender- The firm that transmits the communication is known as the sender. 

Message - The information delivered from the sender to the receiver. 

Encoding - The message is turned into an appropriate level of significance. This is 

the representational cycle for the message. 

Channel- The message's channel is the channel beyond which it is being transmitted. 

Receiver - The company that receives the communication. 

Decoding - The process of interpreting a communication and determining its 

significance. 

Feedback- The procedure by which the collector transmits his reactions to the sender. 

Relational Communication centers  

The focus of Relational Communication is on interpersonal communication at work. 

Oral and written communication are two important methods of relationship 

communication that both have advantages and disadvantages. As a result, the chief 

should weigh the benefits and drawbacks of each option before deciding on a 

communication medium. 

Communication channels play an important role in communication. (Learning, 2020). 

Messages are sent via channels. Phone calls, videoconferences, and face-to-face 
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meetings are examples of verbal communication, whereas letters, notices, messages, 

and reports are examples of written communication. The channel should be chosen 

based on the concept of the message or data being transmitted or traded. Each 

channel has its own set of strengths and weaknesses. Giving a not unimportant 

summary of headers, for example, would be ineffective. 

There are many different sorts of trustworthy communication. Vertical communication 

can flow uphill or downwards between supervisors and subordinates. Companions 

and associates at the same level in the organization are included in flat 

communication. Data frameworks are also used by organizations to manage 

communication. Electronic communication is likely to have a significant impact on 

administrative and business processes. 

In organizations, there is a lot of informal communication. Repeated examples of 

communication among individuals from a gathering make up communication 

networks. The grapevine is an informal communication network among members of a 

group. The CEOs' wandering about is also a well-known informal communication 

strategy. Looks, body movements, physical touch, gestures, and intonation and tone 

are all examples of nonverbal communication. 

 

Dealing with the Communication cycle necessitates recognizing the barriers to 

effective communication and figuring out how to overcome them. At both the individual 

and hierarchical levels, hindrances might be identified. Individual and hierarchical 

talents can also be developed to overcome these impediments. 

Communication Model  

Shannon Weaver model  

The Shannon Weaver model of correspondence was devised in 1948 by Claude 

Elwood Shannon and Warren Weaver in the Bell System Technical Journal paper "A 

Mathematical Theory of Communication." Weaver was a specialist and Shannon was 

an American mathematician. Shannon Weaver model of correspondence or "mother, 

things being what they are" was the name given to the mathematical theory. Other 

straight models are less imaginative than this one. 

The message is encoded by the source and sent to the recipient via a mechanical 

station such as a phone or broadcast. (Könnecke, 2019). The shipper changes over 
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the message into codes justifiable to the machine. The message is sent in codes 

through a medium 

. 

 

Prior to receiving and deciphering the communication, the receiver should decipher it. 

At times, the receptor machine can also function as a decoder. The channel may be 

noisy, and the recipient may not be able to comprehend it, which might cause 

problems with the correspondence process. 

 

Schramm’s Interactive Model 

The Schramm Communication Paradigm is a repeated correspondence model that 

includes all basic correspondence standards. The Schramm Communication Model is 

a great way to keep track of and explain correspondence. It may be utilized to 

determine how two people's capacities coincide while they're discussing information, 

reflections, or points of view. 

 

The repeating correspondence model depends on the hypothesis and conviction that 

correspondence is a two-way road. This implies there's somewhere around a shipper 

and a beneficiary (Blythe, 2009). The model contains without a doubt another 

component too, the actual message. Ordinarily, correspondence takes places along 

the customary way with an inefficient beneficiary and source. 
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The beneficiary and source can likewise be indeed the very same. This is called intra-

individual correspondence. The previous is called relational correspondence. Where 

a few different models and speculations about correspondence are direct in nature, 

the Schramm Communication Model is roundabout. This implies no less than two 

gatherings are needed to send and get a message. Both the source and the 

beneficiary should encode and unravel the message to decipher the message 

accurately. 

 

Integrated marketing communication 

The integrated marketing communication channel is finished when the decoder and 

encoder can interpret the correspondence codes as pictures and letters that 

enticement for a customer. The useful model contains components like mindfulness, 

interest, want, and activity in ad methodology and arranging capacity 

(PAPERFLITE'S, 2019). The contention is applied corresponding to the promotion 

system and arranging capacity in the UK market. 

 

In the ideal, there ought to be a combination of the conventional showcasing channels 

and the cutting-edge advertising channels like web based promoting and online 

media. An appropriately incorporated promoting correspondence plan ought to make 

insignificant aggravations on the lookout and the organization. 

 

Notices are exceptionally manipulative and use strategies that straightforwardly and 

automatically appeal to the psyche of the objective individual. Accordingly, it makes a 
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characteristic inspiration reaction that triggers the psyche to actuate association, self-

acknowledgment, and pretend local area feeling. 

 

Eventually, notices prevail with regards to engaging feelings through benefiting from 

predispositions and biases of individuals. Brilliantly, the achievement of an 

incorporated promoting correspondence plan is profoundly dug in the standards of 

keeping dependable and proficient standing in trading thoughts and persuading clients 

(PAPERFLITE'S, 2019). Through ideal enticement for feelings and self-bias, an 

advertising supervisor is in a situation to understand that the brain is frequently slanted 

towards accepting the 'apparent goodness' and must relate to 'the ideal' in the 

bundling of an item or administration. 

 

This spring up recollections will effectively think back and incite a compulsory reaction 

when seen in a notice. 

 

Integrated Marketing Communication in the UK 

 

The impacts of composed media on promoting correspondence have prompted 

reasonableness of showcasing approaches on occasion, while at others, the 

methodologies have been commended for their legitimacy towards illuminating people 

in general because of failure to coordinate diverse advertising specialized 

instruments. Reiteration of a demonstration, for example, through consistent 

promotion prompts conduct changes that might be gainful or adverse to an 

organization. This shows how the media can and has been utilized to support 

purchaser practices. Correspondence exercises, thusly, are taken to address the 

authority position of the association on an item or administration by the customers. 

Correspondence exercises in organizations inside the UK have prompted multiplied 
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deals somewhat recently since the items are marked and introduced in powerful ways 

that effectively slant the personalities of expected purchasers. 

For example, the various substance of showcasing correspondence yet managing 

comparative issues accumulated affect person's insight following the incorporation of 

web-based media as a significant mode for transferring promotions messages inside 

the UK. Since general society have been affected to make casing of reference to base 

and look at the social correspondence medium in notice, the advancements message 

is regularly taken at a presumptive worth. This implies that the customers base their 

perspectives on the items on the messages from the makers. A similar perspective 

has advanced development and techniques and arranging capacity inside the UK 

since the social average correspondence exercises utilized by organizations have 

prompted the overall acknowledgment of the coordinated advertising correspondence 

model on the lookout. 

Brand 

Brand Equity, Brand Loyalty, Brand Awareness, and Brand Associations 
 

What is actual meaning of these four brand equity dimensions 

Brand Equity 

 
Brand Equity is the worth that is credited to the brand by the 
shoppers. Brand Equity is a theoretical resource and alludes to the 
altruism that the brand has incredible among the customers. 
 

Brand 
Loyalty 

 
Brand Loyalty alludes to the conduct of client where he will in 
general purchase a result of a specific brand as it were. Brand 
(Farjana, 2017)Loyalty brings about rehashed buys which is 
purchase organizations put resources into making faithful clients 
through brand positive affiliations. 
 

Brand 
Awareness 

 
It alludes to the information among the shoppers about the traits of 
the brands like value, amount, structure, bundling, taste, feel, and 
so forth Brand mindfulness likewise is the capacity of the 
purchasers to distinguish and recollect a brand and review it. 
 

Brand 
Associations 

 
Assuming purchasers can connect with a specific brand, the worth 
of that brand expansions according to that shopper. Brand 
Associations structure a connection between the brand and the 
shopper. 
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Brand Equity Model 

The Brand Equity Framework of Unilever 

Brand Equity 

 
As per Kotler (2007), "Prevalent quality discernments that separate 
the company's contribution from the contenders can help 
authoritative execution and client relationship execution through 
income extension, cost decrease, consumer loyalty and client 
maintenance". 
 

Brand 

Loyalty 

 
Brand loyalty was characterized by (Aaker, 1991)as "connection 
that a client has to a brand". (Research gate, 2003)characterized it 
as "a profoundly held obligation to rebuy a favoured item or 
administration reliably later on". Steadfast clients are less inclined 
to change to a contender exclusively considering value; they 
additionally make more incessant buys than similar non-faithful 
clients 
 

Brand 

Awareness 

 
brand awareness is the strength of a brand's quality in the client's 
brain. (Aaker, 1991)characterized brand mindfulness as the 
capacity of expected purchasers to recognize and review that a 
brand is an individual from a specific item class. Brand mindfulness 
can be an indication of value and responsibility, allowing customers 
to get comfortable with a brand and assisting them with thinking 
about it at the place to checkout. 
 

Brand 

Associations 

 
Brand affiliation make an incentive for the firm and its clients by 
assisting with handling/recover data, separate the brand, make 
inspirational perspective or sentiments, and give motivation to 
purchase a brand and structure a reason for augmentations (Aaker, 
1991) 
 

 

Business Model 

Unilever work with legislatures,  customer information that enlightens brand 

headway, and cover the going with things (Unilever, 2021): 

Delivering: 

Unilever has the world's No.1 creation network as shown by Gartner 

assembling plants and have put strongly in usefulness and eco-creation. 
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Coordinated operations: 

Unilever bringing together its errands with an association of overall Ultra 

Logistic control apexes to additionally foster customer support, cut costs and 

diminish CO2 surges. We dynamically use cream vehicles and rail rather than 

road. 

Promoting: 

Unilever's various stages to achieve cut through in an astoundingly isolated 

media. Strong modernized advancing is key and effects shopping at all periods 

of the unique cycle and through all channels. 

Deals: 

Unilever work personally with retailers to win in the business place, 

guaranteeing Their brands are reliably available and fittingly showed, in all 

channels from stores to web business. 

Customer understanding: 

Unilever need information into designs, yet what's more the ability to expect 

them to stay aware of Their high ground. 

Advancement: 

Unilever work with governing bodies, NGOs, and various accomplices to drive 

change that is incredible for society and extraordinary for business, and we 

work with assistants in Their store organization, to make headways in things 

and packaging (Unilever, 2021). 

Headway: 

Unilever R and D (imaginative work) mission is to collect brands through 

benefit-drove advancement opened by science and development. 

Getting: 

It has a €34 billion yearly procurement program including agrarian regular 

substances, 51% of which are financially acquired. 

 

Unilever Market Approach 

Unilever is one of the world's driving quick moving buyer products organization 

assisting individuals with looking great feel better and get more out of life 

Unilever acquired the market by showcasing system to coordinate with customer 

journey of  
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• Awareness (Pre purchase) 

• Familiarity (Pre purchase) 

• Consideration (Purchasing) 

• Purchase (Post purchase) 

• Loyalty (Post purchase) 

 

  

Awareness- Become aware of its customers 

Purchased a well-known local brand and re-launched it in the Unilever style, 

which is more appealing. Expand marketing by providing stores with prepared 

racks with the Unilever emblem on which to display items. The U logo may be 

seen all over the place by the client. 

 

Familiarity- Attract client's attention 

Foster retail strategy by forming a large outreach organization to assist in 

directing deliveries to retailers and crediting retailers for selling U products. 

Unilever had the highest inclusion on the lookout by building 100,000 

dispersion centers all across the country. Clients may get their hands on 

Unilever products without any difficulty. 

 

Consideration- The most efficient way to attract a client's attention 

Brand Consideration isn't simply a useful KPI (Key Performance Indicator) for 

promoting; it's also a response to Brand (Health) Tracking research. It depicts 
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a customer's likelihood of buying a brand right away, which is based on their 

preference for that brand. 

 

Purchase- Marketing strategy purchased 

Unilever uses worldwide excellence in its products and is currently offering a 

20% discount. Clients who purchase any item will receive a gift of a smaller 

item as well as a variety of other benefits, such as a chance to win a prize in a 

lucky draw. 

Better quality/value/advancement enticed the client to purchase the things, and 

Unilever received a fair share of the pie. 

 

Loyalty- Client loyalty marketing strategy 

Unilever maintains consumer loyalty by maintaining product quality and 

corporate reputation through the "Anti-Counterfeiting Campaign," which 

includes the use of a trade-marked stamp on items. By doing so, you 

demonstrated that you care for and defend your clients, and you acquired 

customer trust over your competition. 

Latest Innovation and strategy 

 

Multi-brand strategy  

If a venture delivers a ware on a solitary scale, it frequently enjoys the benefit of saving 

creation costs and further developing creation productivity (OGL, 2021). With the 

development of creation and activity scale, it sent off an assortment of items as per 

the requirements of various buyers’ market portions. 

 

Brand focus strategy  

It assessed that of Unilever's almost 500 brands, the biggest commitment to enterprise 

benefits is a little more than 100. Unilever is likewise founded on this the situation, 

playing the «small makes beautiful» trademark (OGL, 2021). The organization's image 

center methodology of leader items is more appealing to customers and more 

dependable than customarily broad brand procedures.  
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Promotional advertising strategies  

At the same time, considering the consumer's acceptance ability and mode, it also 

combines products and local culture, reflecting the competitive advantage of their own 

products compared to similar products, thereby winning the market and consumers' 

favor. 

 

Conclusion 

Marketing communication methods are critical for connecting a business with its target 

market and achieving maximum sales. In a business, integrated marketing 

communication leads to superior performance planning and advertising tactics. This 

is because, rather than just advertising a product in the UK market, it focuses on 

effective brand alignment, balancing multiple channels for communicating information, 

and customer Captivity. As a result of the preceding assessment, integrating 

marketing into a product may make a difference in the market, as buyers frequently 

have several options when selecting. This means that product excellence may only 

be possible if the marketing communication strategy is in sync with the elements that 

impact consumer behavior. Although any marketing communication plan may help a 

company succeed. 

  



Brand Awareness and Marketing 
 

17 
 

References 

Aaker, 1991. Analyzing the Impact of Brand Loyalty on Market. [Online]  Available at: 
https://www.researchgate.net/publication/331903953_Analyzing_the_Impact_of_Bra
nd_Loyalty_on_Market_Performance_A_Study_of_Food_and_Beverage_Firms_in_
Rivers_State [Accessed 1 Jan 2022]. 
 
Akku, 2019. The Fundamentals of Communication. [Online]  Available at: 
https://www.lisbdnetwork.com/the-fundamentals-of-communication/ [Accessed 28 
Dec 2021]. 
 
Blythe, J., 2009. The Schramm Model of Communication. [Online]  Available at: 
https://sk.sagepub.com/books/key-concepts-in-marketing/n46.xml 
[Accessed 29 Dec 2021]. 
 
Farjana, M. M. K. a. N., 2017. Identifying the Key Dimensions of Consumer-based 
Brand Equity Model: A Multivariate Approach. [Online]  
Available at: 
https://scialert.net/fulltext/?doi=ajm.2017.13.20#:~:text=Abreast%20of%20its%20defi
nition%2C%20brand,well%20as%20market%20space11.&text=Dib%20and%20Alha
ddad16%20proposed,perceived%20quality%20and%20brand%20loyalty. [Accessed 
1 Jan 2022]. 
Könnecke, A., 2019. Shannon & Weaver Model for Communication. [Online] 
Available at: 
http://apppm.man.dtu.dk/index.php/Shannon_%26_Weaver_Model_for_Communicat
ion [Accessed 27 Dec 2021]. 
 
Learning, 2020. Interpersonal Communication. [Online]  Available at: 
https://courses.lumenlearning.com/interpersonalcommunicationxmaster/chapter/relat
ional-dialectics/ [Accessed 31 Dec 2021]. 
 
National Institutes of Health (US), 2007. Information about Hearing, Communication, 
and Understanding. [Online]  Available at: 
https://www.ncbi.nlm.nih.gov/books/NBK20366/ [Accessed 31 Dec 2021]. 
 
OGL, 2021. Theory of New Product Development and Its Applications. [Online]  
Available at: 
https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attach
ment_data/file/1009577/uk-innovation-strategy.pdf [Accessed 30 Dec 2021]. 
PAPERFLITE'S, 2019. Defining Integrated Marketing Communications. [Online]  
Available at: https://www.paperflite.com/blogs/integrated-marketing-communication 
[Accessed 31 Dec 2021]. 
 
Research gate, 2003. Customer Loyalty and Customer Loyalty Programs. [Online]  
Available at: https://www.researchgate.net/publication/235361557_C 
ustomer_Loyalty_and_Customer_Loyalty_Programs [Accessed 1 Jan 2022]. 
Unilever, 2021. About - Purpose - Our Company. [Online]  
Available at: https://www.unilever.co.uk/our-company/ 
[Accessed 31 Dec 2021]. 
Unilever, 2021. Our company. [Online]  
Available at: https://www.unilever.com/our-company/ [Accessed 1 Jan 2022]. 



Brand Awareness and Marketing 
 

18 
 

Unilever, 2021. Our strategy. [Online]  Available at: https://www.unilever.com/our-
company/strategy/ [Accessed 30 Dec 2021]. 
 
Young, 2017. Unilever's Vision Statement & Mission Statement (An Analysis). 
[Online]  Available at: http://panmore.com/unilever-vision-statement-mission-
statement-analysis [Accessed 30 Dec 2021]. 
 
 


